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DEMAND RESPONSE

ENERGY EFFICIENCY

&

LOAD SHIFTING
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DR 
EE
LS

REQUIRES 
CUSTOMER PERFORMANCE
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Customer Performance Example
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A B C

Company Does
All The Work

Customer Does
All The Work

Customer Co-Creation of Value
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Vision
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Vision Example
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Vision Design for EE, DR & LS

• Goals • Feedback

Demand
response 
day 
tomorrow. 
Set AC
to 78 
degrees.

Thank you!
You reduced 
15% and 
earned a
$7.45 
FlexReward.
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Access
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Access Example
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Other Access Examples
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Access Design for EE, DR & LS
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Incentives

• Rewards
• Punishments
• Negative Reinforcement
• Removal of Punishing 

Conditions

NO SOUP 
FOR YOU!
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Incentive Example: Carrots
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Incentive Example: Sticks

(c) Guest acknowledges that 
Carnival’s vessels contain non-
smoking sections. Guest agrees to 
refrain from smoking in those 
sections and agrees that Carnival 
has the right to disembark the Guest 
for failure to observe Carnival’s non-
smoking policy.
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Incentives Design for EE, DR & LS

• Carrots
– Peak Time Rebates
– Value-added Services

• Outage notification
• Surge insurance

– Lottery-style Awards

• Sticks
– Critical Peak Pricing
– Blackout Protection Priority
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Expertise

Basic Tools
Instructional Manual

Problem Tools
800-Number

Support 
Tools

Web-based
Tutorials

Premium Tools
Training Class

Embedded 
Tools

Speech Prompts

Problem-solving/
Physical skills

Choice and
Usage 
Tasks

Immediate
Help

Product-driven
Assistance

Immediate
Help

Immediate
Help

Refreshers
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Expertise Example
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Another Expertise Example
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Expertise Design for EE, DR & LS
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INTERLUDE & 
REFLECTION
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FIRST PRINCIPLES 

1 2 3 4 5
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“PATERNALISTIC
CULTURE”
Tom Standish, COO, Centerpoint Energy

The treatment of customers in a parental manner, 
especially by caring for them but not allowing them 
to have rights or responsibilities.
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CUSTOMERS AS 

CO-CREATORS 

OF VALUE
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Demand 
response and 
its enabling 
technologies play 
a crucial role in 
developing the 
smart grid.
- US Congress

Look! Customers 
Co-creating Value!

Look! Customers 
Co-creating Value!
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Five First Principles for 
Embracing Customers as 

Co-creators of Value 

1 2 3 4 5
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1. EMBRACE CUSTOMER-CENTERED DESIGN

Goals and Feedback

Rewards
(Peak-Time
Rebate)

Customer (and 
employee) information,
awareness, and 
education

Processes, People, Tools, 
and Interfaces
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2. BLEND RATIONAL AND EMOTIONAL EXPERIENCES
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3. ENGAGE IN SMALL, OBSERVABLE ADOPTION STEPS



© 2009 CPG, LLC 33

4. SEGMENT BY OBSERVABLE CUSTOMER ACTIONS
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5. USE ACTION RESEARCH TO DRIVE EVOLUTION

Demand
response 
day 
tomorrow. 
Set AC
to 78 
degrees.

SINGLE LOOP

INTERMITTANT?
CONTINUOUS?

DOUBLE LOOP
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1 2 3 4 5

QUIZ



© 2009 CPG, LLC 36

Conclusion – What Enables Co-Creation of Value?

First Principles
1. Embrace customer-centered 

design
2. Blend rational and emotional 

experiences
3. Engage customers in small, 

observable steps of adoption
4. Segment by observable 

customer actions
5. Use action research to drive 

emergence and evolution of 
solutions
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